ABSTRACT
INTRODUCTION
he Nigerian economy is one in which customer satisfaction is playing an increasingly important role and is becoming the basic goal of every business organization. In order to be successful, organizations must become customer focused. Customer's needs and expectations are always changing, and this will lead to a situation where customers keep setting ever higher standards (Willington 1995; Parson 1997). Therefore, implementing customer satisfaction philosophy means identifying customers, identifying their needs and expectations, and, finally, measuring their perceptions (Stenbery 1997) . Also, knowing the needs of the customers makes it easier to anticipate the ideal set of products that will satisfy them.
THEORETICAL BACKGROUND
The marketing concept has been of substantial importance for many years in marketing and is one of the most significant and popular concepts that has been developed in the marketing literature. Despite the importance of this concept and organization's effort to achieve success through being oriented to their customers, it was not until the 1970s and 1980s that attempts were made to clarify relevant implementation issues (Kotler 1977; Shapiro 1988) . Since then, a new perspective for viewing marketing concept and its implementation has emerged within the marketing literature, and this is known as market orientation. Market orientation has, therefore, been visualized as the implementation of the marketing concept.
Market orientation is the organization-wide generation of market intelligence pertaining to current and future customer needs, dissemination of the intelligence across all departments, and organization-wide responsiveness to market intelligence (Narver and Slater, 1990 ; Kohli and Jaworski, 1990).
A market-oriented organization aims at creating value for customers. To practice market orientation, the distinct values, functional structures and processes need to be changed. Not being market oriented can be very costly to a business and can result to high levels of customer complaints and expensive response mechanism, maintaining expensive product attributes that are not valued by customers, holding prices too low, constantly investing in promotion and selling activities to win new business to replace that lost to competitors, and lost opportunities to develop new markets from a platform of a secure customer base held in place by sustained service and quality performance (Harris and Piercy, 1997) .
T
However, the implementation of marketing concept philosophy in developing countries has attracted some criticisms with respect to such constraining factors as strong government control, economic shortages and general behaviour towards marketing knowledge and activities. Some scholars have argued that these environmental factors do not detract from the implementation of marketing knowledge with adequate expertise in marketing theory and practice .generally, the market orientation philosophy presents marketing as the starting point rather than the end point of product-circle, and integrates marketing into every phase of the business (Berkowitz, Kelvin and Rudelius, 1998). It is a new approach to run the entire business with customers, not the product, the company, or the technical process, as the focus of managerial attention.
THE MARKET ORIENTATION CONSTRUCT
Previous studies have considered market orientation as the central ingredient of a successful organization's culture (Hunt and Morgan, 1995; Slater and Narver, 1995). Most of the relevant studies that have been carried out on market orientation have been based on five different perspectives developed by Shapiro (1988) , Kohli and Jaworski (1990), Narver and Slater (1990), Desphande et al (1993) , and Ruckert (1992), among others. From their extensive review of marketing literature in the last 35 years, Kohli and Jaworski (1990) proposed that there are three core themes in Marketing concept: (a) customer focus (b) Coordinated marketing and (c) Profitability. Relatedly, from a review of both strategic management and marketing literature, Narver and Slater (1992) proposed that market orientation consists of three behavioural components: customer orientation, competitor orientation, and interfunctional coordination. These three components have been seen as being of equal importance(Narvar & Slater, 1992).
MARKET ORIENTATION AND CUSTOMER SATISFACTION
Customer satisfaction occurs when perception of product performance matches expectations that are at, or above, the minimum desired performance level. According to Coney et al (2001) , satisfaction reduces the level of decision-making the next time the problem is recognized. For instance, a satisfactory purchase is rewarding and encourages one to repeat the same behaviour in the future. Satisfied customers are likely to engage in positive wordof-mouth communication about the brand.
Customer satisfaction can also be conceptualized as a mental state which results from the customer's comparison of (a) expectation prior to a purchase and (b) performance perceptions after a purchase (Oliver, 1993; Oliver, 1996; Westbrook, 1987; Westbreook and Oliver, 1991) . When a customer makes comparisons for each part of a product offer, it is referred to as domain -specific satisfaction, but if he/she makes comparisons for the offer in total then it is called global satisfaction. Customers who are striving for satisfaction do not simply look for the end product but also draw satisfaction from the completeness of the service interaction and transaction. Therefore, the need to produce satisfied customers has important implications both for product performance and the positioning of promotional campaigns. Customer dissatisfaction is the opposite of customer satisfaction. It is caused by a failure of instrumental performance. Customer dissatisfaction is, in part, a function of the disparity between his/her expectations and perceived product performance. Unrealistic consumer expectations created by promotional exaggeration can contribute to consumer dissatisfaction.
A market oriented organization should do everything possible in order to satisfy its customers. This is because there is a link between market orientation and customer satisfaction. Kohli and Jaworski (1990) supports this link by arguing that market orientation leads to satisfied customers who spread the good word to other potential customers and who keep coming back to the organization. Kotler (1998) , also, asserts that market orientation is likely to lead to greater customer satisfaction and repeat purchase.
A highly satisfied customer stays loyal longer, buys more as the company introduces new products and upgrades existing products, talks favourably about the company and its products, pays less attention to competing product brands and is less sensitive to price, offers products ideas to the company, and costs less to serve (Kotler, 2002) . Also, Doyle (1995) posits that customers who are satisfied with the value being provided repurchase the product and this results in better economic performance, market share and profitability for an organization. According to Doyle (1995) , the most appropriate measure of performance is customer satisfaction. Therefore, an organization should always guarantee satisfying its customer's current and future needs by showing commitment, creating value in the product, encouraging customers' comment and complaints, collecting relevant information, sharing information among various departments of the company, and by taking relevant managerial action based on the collected information. An organization that engages in these activities is said to practice market orientation. This paper sought o investigate, empirically, the market orientation practices of a sample of Nigerian manufacturing companies.
RESEARCH METHOD
Data were collected through the use of fully structured questionnaire. A stratified sampling method was used to select the sample for the study. The management levels of staff in the company were classified into groups of managers, such as finance manager, marketing managers, production managers and sales managers. Out of these, the marketing and sales managers were randomly selected for the sample.
A total of 1,200 Questionnaires were distributed to 40 (forty) manufacturing companies in Lagos State of Nigeria. Of this number, 1,035 questionnaires were found useable for the study, resulting in an effective response rate of 86 percent. The questionnaire had a total of 10 items and used a six-point Likert rating scale ranging from "very high extent " (6) to "No extent" (1.
The instrument/questionnaire was tested for validity using content validity test. This was determined by expert opinion. Three senior university lecturers specializing in Marketing and Business Administration validated the research instrument. Also Cronbach's alpha was also used via factor analysis to test the reliability of the instrument. To make sure that the questions were relevant to the Nigerian business context, the questionnaire was sent to ten target respondents and based on this, some adjustments were made on the questionnaire before its administration (Churchhill, 1995).
The results associated with the statistical analysis are presented below. Table 2 , the one factor solution shows that customer satisfaction/retention by the surveyed Nigerian manufacturing companies is as a result of having customer knowledge, listening to customer's complaint and solving them; all leading to customer satisfaction.
It can, therefore, be concluded that for manufacturing companies to retain their customers through the practice of market orientation, they must have knowledge of the needs of the customers, satisfy these need and be receptive to their complaints, and solve them. These are the major issues that drive customer satisfaction, which is a major component of market orientation practice. Table 3 shows the total variance explained by the one-factor structure of the measure of customer satisfaction/retention achieved as a result of market orientation practice by the researched Nigerian manufacturing companies. The one-factor solution explained 52.2 percent of the variance. Table 4 shows a value of 0.89 for the reliability coefficient of the major research measure (market orientation practice). This value exceeds the minimum cut off point of 0.70 suggested by Cronbach (1947) and Churchill (1995). Table 5 shows the KMO and Barlett's test (factor analysis) for the customer retention consequences of market orientation practice measure. The value in Table 5 suggests that this measure of market orientation activities is suitable for factor analysis (Stewart, 1981) .
